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> MOVING ON UP MOVING ON UP <   

areer wise, the ability to present well and with confidence can
make the difference between being perceived as a fairly aver-
age performer and someone with great potential and talent. Not
everybody can speak confidently and competently in front of a
group of people, so being known to have a flair for it can be a
real advantage for anyone trying to further their career. 

The good news for those who are not naturally gifted in this
area is that public speaking is a skill like any other. It can be
learned and, almost always, improved. To do so, however, it is
vital to always practise the perfect. It’s very easy to get into bad
habits when it comes to public speaking and never quite as
easy to recover from them. To improve, it’s important to 
identify problem areas and focus on working on and resolving
those — areas to look at may include eye contact, voice, body
language and content.

Preparation is the most important element of any good pres-
entation and can be divided into four stages: focus, free flight,
factor group and formulate. The best way to begin, I believe, is
with a pen and paper. A lot of people dive straight in with
PowerPoint, but, for the most part, this will just stifle original
thought and creativity and result in an output that’s likely to be
very linear and lacking in sparkle. Several things need to be
done before you ever go near PowerPoint or indeed write a
word of the presentation.

First of all it’s important to define the focus of the presenta-
tion by being very clear about four key areas:
11.. VViieewwppooiinntt:: you need to be sure about where you are coming
from; if you’re not, the audience will be left to make up its 
own mind. 
22.. AAuuddiieennccee:: you need to know who you are speaking to in terms
of age, sector, gender, level, and so on. Who’s there, why are
they there and what do they want out of the presentation?
Knowing this will help you pitch the presentation just right.
Reading the people in your audience beforehand and making
the talk relevant to them is absolutely crucial. 
33.. AAccttiioonnss:: what specifically do you want people to do after hear-
ing the presentation? This could be as simple as just being bet-
ter informed, but it could also be to do something differently. 
44.. BBeenneeffiittss::  what will the positive outcomes be if your audience
does something differently?

IImmpprroovviinngg  yyoouurr  ppuubblliicc  
ssppeeaakkiinngg  aanndd  pprreesseennttaattiioonn  
sskkiillllss  ccaann  hhaavvee  vveerryy  
ppoossiittiivvee  ccaarreeeerr  bbeenneeffiittss..
RRoonnaann  KKiinnaahhaann eexxppllaaiinnss  
hhooww  iitt’’ss  ddoonnee

thetalk
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It’s easy to forget about those final two points, but all four
together are the foundation pillars of any presentation. And this
is true for any speech, whether it’s at a conference, in the
boardroom, in the golf club or at a wedding. 

Once the focus of the presentation is defined, you can start
the ‘free flight’ or content brainstorming stage. It’s a good idea
to just get lots of ideas of what should be included and what
can be excluded. An important element of any good presenta-
tion is to be clear about what should be left out as well as what
should be kept in. 

The next step is ‘factor group’, which involves slotting all the
points that are going to be included into a logical sequence.
Each of the ideas can now be organised under main headings. 

‘Formulate’ is the final stage in the process of getting all of
the content just right for presentation. Formulating the talk
involves deciding the order of things and how to open and
close. It is always advisable to start off by previewing what you
want to say, then deliver the main content and, finally, review
the main points you have made.  

Start as you mean to go on
In the preview stage, you can introduce yourself and tell peo-
ple briefly what you are going to talk about so they know what
to expect. At this point, it is a good idea to let them know
whether they should ask questions during your talk or wait until
the end. At the review stage, meanwhile, you can reiterate a
few headlines to both reinforce your messages and indicate
that you are finishing. 

When you get into the main part of the presentation, it is
important to try to come up with the strongest opening possi-
ble. The best presenters — people like Fergal Quinn, Tony
O’Reilly and Mark McCormack — always have a very powerful
opening. They often share stories, which can have real impact
and help to engage the audience. So try to come up with a
story, anecdote, joke or even a question just to get people
connected to what you’re saying. At the end, meanwhile,
rather than saying, ‘Thanks for listening, I hope you enjoyed
the presentation’, the best presenters will always tie their finish
back to their opening. A good tieback is very effective and very
powerful. 

You can use visual aids when delivering the presentation, but
these should support your messages and never become the
main focus. The purpose of a presenter is to highlight key
points and persuade the audience of a certain point of view. To
do this, he or she must be the storyteller and the focal point. 

Many companies, including Hewlett-Packard, Intel and
Creative, are now restricting the use of PowerPoint for presen-
tation purposes, preferring instead a more human touch.
There’s also a growing trend at conferences in Europe for a
more limited use of PowerPoint. In Ireland, however, my expe-
rience is that conference speakers tend to bombard their audi-
ences with multiple slides that are frequently incomprehensible
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and distracting and sometimes even irritating. As a result, the
speakers seem insincere and lacking in confidence. Power-
Point has become a crutch and not what it was designed to be
— a visual aid. If you use it, limit the number of slides and the
amount written on each one. Use pictures rather than text
where possible, and never start or finish with a slide — the first
and last impressions should always be of the speaker.

Do as they do
You can improve your presenting skills by looking at other
speakers and studying what they do. Tony O’Reilly always did
this and he has always been a fantastic speaker. Any time he
went to a conference or a speech, he made notes of the type
of things people would say and how they’d open and close.
This helped him to build up a whole library of ideas. 

Another way of improving is to take every opportunity to
practise in front of people. Joining a toastmasters club can be
hugely beneficial in this regard because it offers a very low-risk
environment in which to try things out. Likewise, presenting in
front of colleagues or even telling stories or jokes in front of
friends can be a good first step. It’s a good idea to ask for
feedback — maybe pick someone from the group and ask
them to be honest about what worked and what did not. 

Some people have a complete mental block when it comes
to preparing or delivering presentations. However, it’s worth
remembering that everyone is capable of doing it, and doing it
well. It’s all about having a method and practising the perfect.

TToopp  ttiippss  ffoorr  tthhee  ppeerrffeecctt  pprreesseennttaattiioonn

11.. DDeevviissee  aass  ssttrroonngg  aann  ooppeenniinngg  aass  ppoossssiibbllee
22.. HHaavvee  aa  cclleeaarr  iinnttrroodduuccttiioonn
33.. BBee  aass  ccrreeaattiivvee  aass  ppoossssiibbllee  wwiitthh  ccoonntteenntt
44.. FFoollllooww  aa  llooggiiccaall  sseeqquueennccee
55.. TTaaiilloorr  aannyy  pprreesseennttaattiioonn  ttoo  tthhee  ttaarrggeett  

aauuddiieennccee
66.. EEmmpphhaassiissee  aa  mmaaxxiimmuumm  ooff  tthhrreeee  oorr  ffoouurr  

kkeeyy  ppooiinnttss  iinn  tthhee  pprreesseennttaattiioonn
77.. DDeevveelloopp  aa  ppoowweerrffuull  cclloossee
88.. TTiimmee  tthhee  pprreesseennttaattiioonn  ccoorrrreeccttllyy  ——  iiff  yyoouu’’rree

ggiivveenn  hhaallff  aann  hhoouurr,, ttaallkk  ffoorr  hhaallff  aann  hhoouurr,, nnoott
aann  hhoouurr,, nnoott  1155  mmiinnuutteess

99.. FFllaagg  wwhheenn  qquueessttiioonnss  aarree  aapppprroopprriiaattee
1100.. BBee  ccoonnssiiddeerraattee  wwhheenn  iitt  ccoommeess  ttoo  vviissuuaall  

aaiiddss  ——  lleessss  iiss  mmoorree..

RRoonnaann  KKiinnaahhaann  wwoorrkkss  wwiitthh  tthhee  HHaannccoocckk
TTeeaamm  aaccrroossss  EEuurrooppee  ddeelliivveerriinngg  wwoorrkk--
sshhooppss  aanndd  oonnee--ttoo--oonnee  ccooaacchhiinngg  oonn  aa
rraannggee  ooff  ssuubbjjeeccttss,, iinncclluuddiinngg  pprreesseennttiinngg,,
ttiimmee  mmaannaaggeemmeenntt  aanndd  lleeaaddeerrsshhiipp..
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